中国の観光支援アプリの目的地イメージ要素と訪日観光者への作用 by 杜 国慶 et al.
011立教大学観光学部紀要 第23号 2021年3月
立教大学観光学部紀要 第23号 2021年3月 




The Destination Image Elements of Chinese Tourism Support Apps and their Effects on Visitors to Japan
杜国慶［立教大学観光学部・教授］／金海景［無所属］／佐藤大祐［立教大学観光学部・教授］                                                                                          
DU, Guoqing　　　　　　　　　　　　　　　  JIN, Haijing                                   SATO, Daisuke
Abstract: is study aims to clarify the destination image elements of cognitive, aective, and evaluative el-
ements of Chinese tourism support apps as well as their effects on Chinese visitors to Japan. As the re-
search method, we utilize questionnaire survey on app usage for Chinese tourists, and analyze the hi-
erarchical structure and functions of apps. In fact, Chinese visitors to Japan used the app separately for 
dierent function. For the elements of destination image, all the apps have cognitive element that foster 
knowledge and understanding of destinations. But, the equipment of aective and evaluative elements 
depends on the judgment and policy of the operators of the apps. However, except for the pure tool-based 
apps such as language translation, we found that there was a tendency to increase aective elements in 
apps, and it turned out to be an ecient way to increase users and stimulate tourism consumption.
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していたが現在は撤退した G o o g l eマップと
Google翻訳は中国人観光者に海外でよく利用さ
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